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ABSTPRCT 

One of thirteen individualized courses included in a 
marketing curriculum^ this course covers the fundamental concepts of 
the marketina and distribution field, including the operations of 
wholesale and retail businesses. The course is comprised of three ^ 
units: The Marketing Process,, (2) Wholesaling, and (3) Retailing. 

Each unit begins with a'onit Learning Experience Guide that gives 
directions for unit completion. The remainder of each unit consists 
o^= Learning Activity Packages (LAPl that provide specific information 
for completion of a learning activity. Each LAP is comprised of the 
following Darts: objective^ evaluation procedure, resources, 
procedure, ' supplemental sheets, study guide, and a LAP test with 



answers. The course is preceded by a pretest which is designed 
direct the student to units and performance activities, (LEA) • 



to 
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DESCRIPTION- ; 



This course cc-.-/. f v.ac:.^i;n^;i i' i 

field, includliig I'.iC upc rai ,1 uiis or 



..•oitc.;ijLs tilu: irarkc t i.ug and distribution 
\.[.r, Li-s.: ; reta i I bus i.uesses . 



IUTIONAI.E: 



Tlv ,1 s course 




^ ri.i»'W-:Vil: >-lLii cii'- i n .■ riivnr i v.L-i iiecessary for orienting 
!r..u. I'tv- •ri^f-ire inaiketing and dis- 



Lr Lbi.il lor; sysi:./nL. 



OBJECTIVE: 

Identify the components of and the 1 nterre 1 etiofish.i p within the distribution syst« 
and the servl ces' ovicied by whole'iaU^ and re:.dil businesses. 

PFHREQUISI" ' ,S : 

Commmicc.L-^ . ^ ills at: Lev-i 
RESOURCIS: 

A resour^ list . :^ attacheci. 

COf^Dlete t/^ -jn-' ir i.>^U course \':m:c:: e r^^vrirt^d '-or your- occ;ir::i t i ona] goais, 
as specirie^J on Uie Si:udef^t "o^^c f^lan. 
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UNIT TITLES : 

,01 The Marketing Process 
,02 Wholesaling 
.03 Recalling 

EVALUATION P RO CSDi; m : 

Score 80% or better on the course test. 

FOL LOW-THROUGH. : 

„. i nsr-uclor for infornwLlon regarding 

Upon cor.uletion of this course, coi.Ccu.t, .h. .us..-u.i.oi 

further study. 
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RESOl'RCE LIST 



Printed Materials 



1. The E CO n oni 1 c s of '^i a r !< e 1 1 n g . Mary K. Klanrens, Gregg Di v1 sion/McGraw- 
!^TrT'"oooTc C 0 m v a 'i y , 1 9 7 1 . 

2. Wholesaling. A. "Lrt^l , (^reQC D i v 1 i o-/McGrdv;-H 1 11 Book Company, 



Audi o/Vi sua] s 

1, Marketing Carecrj^. International Film Burpau, 1.970, 

2. VG:jr R^^TaiT Store.. M^Gravz-iii ' 1 Book Company. 



Equipmei'it 

1. Projector, 35 ::im films trip, Si nger-Graf 1 ex or equivalent. 
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COURSE POST TEST: 



MARKETING OPERATIONS 



27.01 .01 .01 

1. The term v/hich defines the performance of business activities thai direct the 
flow of goods and services from the producer to the consumer is: 

a. distributive occupations. 

b. marketing. 

c. selling. 

d . transporiai ion . 

2. inspecting aiid separating food products according to size, color, or weight 
is called: 

a . standardizing . 

b. sorting. 

c. grading. 

d. business br^oker. 

3. The event that created a need for a inore efficient -.ysiem of marketing was: 

a . the Civil War . 

b. the Industrial Revolution. 

c. the formation of trade unions. 

d. the gold rush in California . 

4. What is ihe pv^iv.e reason advertisirig is iiiipor Uini to fiuui'^eting.^ 

a. it ehrnf nates ti^e need for salesmen. 

b. It creates a demand for products. 

c. it prevents unfair competiticr^i . 

d. It provides jobs for creative peopfe. 



Hhich aKirketi ng 
th^ n^^a<i5 arid 




nts of cousm^rs at all tliTies? 



a . 



d . 



c . 



fin^incing 
standardizing 
si.orago 
risk :jC:ciring 
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27.01 .01 .02 

6. The principal (onr\ oT governmerrc recjulalion it^ business has been: 

a. deckiing what should be produced. 

b. dele-'-mining how goods v/iii he distributed. 

c. co.nlrolling or Ices. 

d. preventing Ll ie lorniation of iiiunopo I ies . 

7. The r-eceiviuLj of qoudf and sorv-icob iii our Qco\^o:]\y is detormined fnostly by: 

a. business. 

b. individual earning po-wer. 

c . government . 

d. social conscierv::e . 

8. The basic purpose of market re:v:-arc' is; 

a. to find out what consumers want. 

b. to acquaint consumers with new products. 

c. to reduce rnarketing costs, 
d- to keep it at a stand still. 

r. Most businesses rind it difficult to increase the seliifig price uf ttieir- products 
because of: 

a . competition . 

b. price regulations. 

c. consumer demsartds. 

d. iocial pressure. 

10. Marketing people, who are interested in the regional distribution of population, 
anticipate the greatest percerUaye ut ijopulatlon increase iiv 

a. tne Lastv^rrr^ Seaboard. 

b. the Soutliern States . 

c . the M idv^^est . 

d . the Soutl iwe^L . 

27.01 .01 .03 

1 1 . The United States economy is best described as a: 

a. democratic econon^y. 

b . government -contro! led economy . 

c. mod'Med free enterprise economy. 

d. po iticai economy. 
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2/ .01 .01 . 03 (contirvjcd) 

12. In the United States, a business cannot change m u'ensonably high prices 
because of: 

a. competition. 

b. unions. 

c. govenuneni r'equlat ior j . 

d. consumer organizations. 

1j. As the amount of discr cliot^ary incotne ii-.creases, producer s can expect an 
increased demand for: 

a . food . 

b . luxury goods . 

c. cloUiing. 

d . meci ica ; -.e^' vices . 

Consumers have become more fashion-conscious as a result of higher incomes 
and: 

a. a greater tendency to accept change. 

b. the influence of youth . 

c. advertising in the mass media, 
d . better fashion . 

15. The amount of income thai is spent for ossentiai goods and services require^! 
maintain a reasonable standard of living is referr ed to as: 

a. discretionary income. 

b. personal income, 
c . fixed incom.e ■ 

d. disposable per- son a I ir^come. 

2 7.0^ .02. 0 ■ 

16. Wholesalers sell tne greatest proportiori of their goods to: 

a. retailers for resale. 

b. wholesalers -"oi^ resale, 
c . foreign f i rir s . 

d. manufactur^ers, relaiiers, and wholesalers for use in tVieir own business. 

17, Which of the foMov^'ing groups ;'f ,vhole..ji ing jol)S offer's entry level employ^nent? 

a . ^ale- c.or^r OS porK:.' o:'its 

b. iV' ercha.nd ise M-j.ndl'na occupat ior'^s 

c. Buying specialists 

c. Managers occupations 



Page 4 



27.01 .00.00.A2-2 



2 7.01 .02 .01 (contint'.^d) 

18. SpliUtng up large lots into quanlities that are acceptable to the wholesaler's 
customers is known as: 

3 . butk--breaking . 

b. !ot splittiny . 

c . Ccise iol d iv isi o.n . 

d . partition. 

19. In which of the following ways Jo vvholesai^M- usually provide financ-al ass: 
to their customers'' 



Revolving charge accounts 

b. installment credit 

c. Open -book ci'edii 
c: . Pr'.M^i issory i^otes 

20- Which of the following statements describes firms that make up the industrial 
market? 



a . 



Sell fabricating materia! for use in asseinbiy plants, 
b Sell goods and services directly to the consumer. 

c. Buy goods and services for use in theii' own business or for resale to 
other m iddlemen , 

d. Buy goods tor resale to retail outlets. 



27.01 .02.02 



21 When thp expense of advertising is si;ared by manuracturers of oror^d naine 
products With their retailers and wholesalers, they nre doing what type ot 
advertising'/ 



a . Point of pU' chase 

b. Consu^r.er 

c. Cooperative 

d. Direct-line 



22. A grouu of independent retailers who agree to coopera^. with a wlK)lesaler in 
buying, advertisiiig , and othcM activUic:^ :s ^: 



a. wholesale cooperative. 

b. wholesale-sponsored voluntary chain 

c. dealer -owned whoUjsaier. 

d. chain wholescMer. 
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27.01 .02 02 {continued ] 

23. The weekly itemized iist of ilenis bought by a w!^oiesaler*s customer is the: 

a . product recap . 

b. invoice. 

c . purchase order . 

d. wholesale saies record. 

24. A wholesaling -specialist who buys in snial! qimntities fror- o large number of 
suppliers and sells ii^ iar ciuarititi^s to a few cusiv.niers is known as a(n): 

a. assembler. 

b. commission merctian!:. 
c . . broker . 

d . rack j obber . 

25. Items that the v;holesaler buy5> at a savii^g and seiis at a low price are called; 



a. bandits. 

b. stringers 

c. pricers. 

d. leaders. 



27.01 .02.03 



25. Wholesaler delivery services help reduc^^ rcj'j^l opor;:tinvj costs bccai tse; 

a. the retailer pays only a part of the delivery cosr . 

b. retailers avoid large iTwesiiVients in inveraory 
c- wholesalers pay all of the delivery costs. 

d. retailers need not keep their own deiiver^y trucl\S. 

27. Which of the ^"ohovving is char...e.ler istic ^jT a br'oi^or^ 

a. Works primarily for buyers. 

b. Takes title to the goods. 

c. Deals in one type of product. 

d. Maintains constant relationsf lip wilh -he firm he rep-, sonts . 

23. A whol.^saier vA-)0 markets spociaii.^ci .iri^s ov merc^ iandise . such :^s r.o-. ev^nres. 
cosmetics, and rsoveities to grocery, drug, or h.ardware stores is a: 

a. soft lines specialist, 

b . hard lines agent , 

c . rack jobVjer . 

d . :'''\':i'^c'r)e.n'. :;a;vjs:v;on . 
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27.01 .02.03 (continued; 

29. An agent authorized by the owners to s.-l! theii* goods to the higliest bidder 
at a public sale ^re: 

a. shared tines pronsoter. 

D , cof^im i s s i G n a c; its . 

c . on-si br'u!<e:i\s , 

d. auciioneers . 

30, Grain elevator oi.^cr^iurs sell oi' th.^ii- tcoc! grain ^o: 
a. rnihers. 

'o. feed manuraclLirers . 
C- tc-rmii^al ma rivets . 
d . fciffTiers 

27.01 .03.01 



31. A department store must eaiploy a cerlaifi nirnhor i.T i u-:'«..pl'-' be classified 
as a department store. The inir>.iniu?n is: 

a . 20 people . 
b . 25 people . 
c. 30 people, 
d . 15 people. 

32. A string of at least 11 stores owned -y one co.'npanv and ooerated ff . m a 
central headquarters is called a: 

a. voluntary chain-store. 

b, department store, 
c . variety store . 

d . chain-store . 

33. An arrangenient in which a particuSar company owns a business e^^labl ishment 
but leases it to an operator is calied; 

a. a franchise store. 

b. leased dealership. 

c. a cooperalive store, 
d , a voluntary chain . 

34. Which of the following stores specializes in or^e kiiui or merchandise or in a few 
related kinds of merchandise? 

a. Departmer^l store. 

b. Specialty s-.ore. 
c . Variety store . 

rnin ^' Service store. 
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27 .0] .03.01 (continued) 

35. Which of the following best defines a buying pool / 

a. The practice of adding unrelated mere! vn^.dise lines to the goods soid in 
specialty stores , 

b. An organi-zaiion e,stabiishod in a centr-al iv:-ari';el lo provide member stores 
with information ar^.d assistance in buyirig. 

c. A group of independently owned sr.or^es that poo! their buying and sub- 
scribe to a central i-jianagc-irient service. 

d. A group o\ stores whicii moke pur'chases 3S d yroui.) to get a price advantage. 

27.01 . J3.02 

36. Stores, drive-ins, >^.nc; service stadoriS ll^at tine the older inain highways are 
called: 

a. siring shcjpping ciistricvs, 

b. {leighbcrhood shopping districts. 

c. secondary shopping districts. 

d. dov/ntovvn siiopping districts. 

37. A small highly-specialized shop which generally caters to sophisticated tastes 
is a: 

a . s ing ie i ine s^ '*'re , 
b . l\v i g . 

c. boutique. 

d . conglomerate . 

38. With the establ isi'^.a^er-.e of new retail stor es the fastest growing is ti^e: 

a. string shoppir^g cente!"s . 

b. duwncowri si^-.^pping disti'icts. 
s.ivppino cent'?rs. 

d. limited- line sto»*e. 

3S. The seciion of vj c\{y IVi whicii the ::iaior deoarlrnent sloros rjre s>..>r : ^>ui^ded by 
limited^ hne stores of alrnos?; all k'nd-^ except s'^ipen^^c. rko's ^s tiu:. 

a. neighbc^rhooci sitoppinc o ist,r' kiL . 

b. downtown shopping district. 

c. siring shopping district. 

d. second'jry shiopping disn^ict. 
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27.01 .03.02 (continued) 

40. Which of the following best defines secondary siTOppirig districts? 

a. The stores, dr've-\ns. and :.ervice st.^lioni tl-.at. line tlie older nia'n 
highways . 

b. Clusters or strings of stores, chiefly of the coi v.-e: .ience type, located 
in or near res iclsn* i a I ^reds. 

c. The section of a city ir; whicli the nisio^- depar'.ment stores are surrounded 
by limited line stoi-es of almosl eM i.inds e.^cccot supeririHrkets . 

d. Snialle.-scaio shopping are;ss localeJ in ;..u:-.iness districts away from the 
co.-e of the city but on rnairi traTic arteries. 
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7. B 

8. A 
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10. B 
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32 . D 

33 . B 
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35. D 

36. ^ 
37 . 



Sex M F (Circle 1) 
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42 . 

43. 

44 . 

45. 

46. 

47 . 

48. 

49. 

50 . 

51 . 

52. 
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ara vil recced from the producer to the 
] vour role as a marketing eniployee. 
; :. LU-, I'^iiie •".s orders more efficiently. 



PiU!:rcEQUIS rT£S ; 

Commui^icat ion Skills ac Level G. 



•d^^nt^fy the proc^esses and principles governino the ways in v/hich goods 
fiiTfi services are directed from che producer to Ihe cor^sumar. 
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'rhe EcQivninxcs of Marketing, Mary K . K-l.aii--PS, Gregg D f vLsi ou/McGr aw-Hill Book 
Co., 1971. 
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Filt \\/\\iK^i~r\HC PROCESS 



27.01 .01 .0! 

1 . A middleman who buys in quantily fror.) proriucej's a-)':-" oWiCr rniddlerneri ar)d thien 
sells in srr^aller-* iuis Ic rotdiU'-fS is caliecl cV. 

a. discouiit fMercha:U. 

b . re^.ai I agent . 

c. wholesaler, 

d . bi'S^incss brol-.er . 

2. ManLii'dcturing cjCKjds to meet: cerl'^in s[.:eciri catirM iS of qualiiy, size, or nieasure- 
menl is called: 

a. specifying. 

b . standardizing , 

c. product orientation, 
d . qua! ity control . 

3. When a manufacturer decides to r^^roduce and sell o p.r^Av product, li..: first step 
in marketing is: 

a . adv'ert ising . 

b. market research). 

c. selling. 

d. pricirig. 

4. !n which fo:'ov^ifig ways are •;v)S^ m^.ir-r rj^^oc^.icts , such .is iiouscs, 
aoplianc^ri, a: 1 '.:ar*s, our--:h:is^jci ' 

Cash 

Installm.enl ioan 
R .^ivj 1 V 'ng credit: pia""^ 
\/,\ !o:.iri 

An employee who helps to incree^se s^'--:- -r- I'o keep exrv^nses down helps to 
increase a firm's: 

sales . 

m ^ r k u p . 
orof^t . 




a . 

b * 

C . 



a . 

b . 

r 

ci . 
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27.01 .01 .02 



5^ The receiving of goods and services in our economy is determined mostly by: 



a, business. 

b. individual earning povver. 
c - goverr^ment . 

d. socicji conscience. 

7. The median family incorne in the United States is approximately: 

a. $7,000. 

b. $15,000. 

c. $5,000. 

d. $3,000. 

H. The Ijasic purpo::>e of niarl^e( resecir cii is: 

a. to find out what consumers want. 

b. to acquaint consumers with new products. 

c. to reduce marlceting costs. 

d. to keep it at a stand stiii. 

9. Marketing people, who are interested in the regional distribution of population, 
anticipate the greatest percentage of population increase \n: 

a. the Eastern Seaboard. 

b. the Southerii States. 

c . the ^vl idwest . 

d . I h e S o L« I i ") V' e 1 . 

10. The IncreF^sed production in ilie U raited States in rec.-il years is mostly due to: 



c: . ■ !tO!natioi . nr^d new te^:hno*r^gy . 

b. th-^ \r.rrc:<'± m the s;::.: ry' \^^:^or force. 

:■ . bei^'..r educaied \vor l«:crs. 



d. the discovery of new raw maler 



11 . The Un.- j(J St^jt-s ocj-'i^iTT'-,- :^ i.'^bt (..c^^.r ib'-^i :^s a: 

a . 'Jemocr at ic economy . 

Yj, O-' - - V'rr;.-:V ■• cor: :^''! !od cc.^^'->omv. 
c. modified frc^:^ ent?jrprise -coi^otn^' 
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27.01 .01 .03 (continued) 

12. In the United States, j business car^not cl'iarge Liiireasonably high prices 
because of: 

a. competition. 
ur\iofiS- 

c. gc vef Tirnent regulation. 

d. consuaier organizations. 

13. The growtl'i of slu^pping centei-s in suburodn locations is fiiostly the result of: 

a. the consume rs desire io\ convenience. 

b. lower taxos for these locaiions. 

c. ^\^e lack or expansion spLice ir"-) urban cer;iers. 

d. g'jvernirir^i 11 effort. \o clecentrai ixe busiiK^ss. 

Ul The most impcrtant outcome of improving the gross r^ational product is: 

a. increasing the amount of leisure time for workers. 

b. raising the standard of living for the entir^e population. 

c. creating surpluses of goods for future consumption. 

d. keeping the U.S. ahead of oi:lier countries. 

15. A company v/hich expects to ;nake a prufit and to expand its operations must: 

a. be conveniently located. 

b. have a !ar*ae amiount of capital. 

c. be free of any competition . 

d. be respjrisive to consumer wants. 
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1 . c 

2. b 

3, b 
a. b 

5. ci 

LAP 0 2 

6. b 

7. a 

8. a 

9. b 

10. a 

LAP 03 

11. c 

12. a 

13. a 

14. b 
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Student: 



lo-.^ Mar I'.u ling 



Define the tera ^'niarke ti rrc;^' and identify the aix I'lain functions of marketing. 



EVALUATI -jU PROCEDU"Rii : 



OUu or 



Success 1-ul. coinpletioii 



RF,S PURGE? : 

The EconoiiLl Gg of Marketing, K Laurens, 1971, 

"Marketing Careers" 5 "[[iten^at; ional FLlni Bureau, 1970, Soui^d rj.lnistrip 
Audio-Visual Equipruent: , 

PROCEDURE : 

1. Obtain a copy of tYi^ text. 

2. Read pages 1 c. trough 7. 

3* View filmsLrip "Marketing Careers". 

4. :;eacJy aiisv-r c^uestioas 1 thruugh 6 at. the top of pa£iO 8, and questions 1, 
2, ar-.j 2 a*:. bottom of pag3 8^ on a separate sheet ci[ paper. 

5. Tura Im the ansv/er alieet to t'.ie iuti tractor. 

6. Take lAP test. Correct all errors. 

7. If th'ii ati.-;i vji^-^i-'i" surc'is- ^uj.lv o.or/iple.:-_-d , n-'oceed ■:l-;o nt^xt LAP. 



Principal Au'hor(:'. 
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LA P 



;3T: DEFii'jl 



: (Jf- :Vi-\;^KETlNG 



riv^^ t^^iTi: --vhich defines the pei'fannr^nco of business activities that direct 
J :": ;^ ■■■ go^'ds and ser'vices t>'f.>Mi !he nrockic.M- tn the consumer is: 

•J . ri i s t r ! but i v e occu pat i on s . 
b . .T]:;r k^irtincj - 
c. soiling, 

' Ti S| . oriation . 

iJ .J V : Sold V i ; f c^..^''/ lO Lm^.^ ^omsi hut.;;' by. 

a. retailers. 
i> . v-.-l jolesaters . 
■ : . urocJucers . 

i'lonLiractu rers . 

. :■ v^'C-rrian .dio buys in quar^.tity froiii produccM's cmkI v>thor middleiner i :\\ ' 
:i: .-lis iri sinaller lots to retailers is callod :k 

■~J*;3count rnerc^iaru. 
:.• . :-;:j:ai ! agent . 
V^ho'esa ler . 



j^^iH' .:a!' d i ^ : pg . 

r-* r od u c t o r i c n t a d on 
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6. The event thai cr eated a need for a fnore efficiei^.t system of marketing was: 

a. the Civil War. 

the Industrial Revotu*':on. 

c. the gold rush In Ca! ifvornia . 

d. formation of trade unions. 

7. What is the prr,]\c rt-ason adverlising is iniporU'uil to :Marl;eting? 

a. It eliminates the- ricec for salesmen. 

b. It creates a d^ jand for products. 

c. It pr'events u ifair competition. 

d. it pr'ovides jobs for creative people. 

8. In vvhich o\ the foliovvinq ways are rrsosl inajor r^ruducts, such as houses, 
appliances, and cars, purcliased? 

a . Cash 

b. Instaliment loan 

c. revolving credit plan 

d. VA Loan 

9 An employee who helps to increase Saies or lo keep expenses down helps to 
increase a firm's: 

a. sales. 

b. competitive position. 

c. markup. 

d. profit. 

10. The basis for most market plannii^g is: 

the a^nount ^/f capital a fi^rn has. 
determinincj ^viiat goods will be available, 
forecast 'Pc; futL:re sales, 
measuring past performance. 
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LAP TEST ANSWER K!£Y: DEFlNi'riOI-4 OF ivlARKETINC 



1 . b 

2. a 

3. c 

4. c 

5. b 

6. b 

7. b 
3. b 
9. d 

10 . c 
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Ec**nonnc Dtivflo prfi«nt 
Pirnj4/am, \ur . 



Dote Published: 



3/17/75 



tMBfmn^^ A^t^^ritY Peek; 



Student: 

Oato: _ 



Id,eritify the ihree factors which a^i^ci, prb':^.LK:u i vi ?:y ar.d define ti^e marketing concept. 



EVALUAIION PROCEDUl^E: 



Ccn£^let? a h cud.u;t-3 co-.*£id vaulr. J:. /.-"cu:: ;.c^ j t i r:..:L. Successful completion 



1ii qlv, out of lc:n i i^^^ 



Ttie EcouGirlcs of Marketin<:^, Klaurens , 19/1 



Obtain a copy of the text. 
Read pagt:.s 13 through "0. 

^^•eatly onsv-r questions 1 througli 11 at the botrotu of page 20 and the top of 
page 21, on a separaCQ sheet of paper. 

Tu\-B in tha '^uswor ahee". to the iubtructor . 



5.. Do LAP ::7 0 ■ - 0 



he Con:>up!er^' before taking the combined LAP test. 
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File Codo: 



Data Published: 



27.01.01.03.A2-0 



3/17/75 



Student: 
Dsto: „ 



0BJ2CTI''7E: 



Idsntify the fcctors which are responsible for ciianges in consumer buying habits, 



EVALUAT ION PROCEDUR E; 

is e\aht ouu of ten itetrrs. 



jcMit i vG L^^.s::. Successful completion 



RESOURCES; 



The Econoinics of Marketing , Klaurens , 197. 



?ROCEDUS£ : 

1. Obtain a copy c£ the teAl:, 

2. Rcl^^d pages 25 through 32. 

3. Neatiy £ii:s^-ver 'i ues t [ on:^: I through 7 at: ch.f= bcjttom of pa^^3 33, and questions 

3 and 4 CP pag'_^ 3'-''i a separate siiet^L of paper. 



6. Take t'^c L/'^ test. Correct error-/;. 
, If c h i 3 a ^ S' g p. r::e n t i s o •. a c e ^: f \' J 1 ' c o ? : ■ i ; . ^: e d a.s "ic i \ s rue r. r r f c r un it t a s t • 
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il". CONSUMER 



' ' 5.000. 



M ^lifficuil 10 inci-ease the bullif^g price o! theii' proMiu 



prico reg'j'arions . 
vTonsurner ciemancis. 
^.jcia; oressiire, 

!-^tir:ci oeoole, who E>re intereslecl In imo reyiunr)! clistribui lUi < 



V:e :;£isv-rf-i Seaboard 
Lhe Souti'terr^ States, 
!.he M idv/est . 
'i^e S'^^ULhwesL- 



cl, 



increased production :h3 Uniti 



id SlJte.s in recent yec 



autf.>mai;on ^nd niivv technoiogy. 

ihe increase in the size of the labor force 

better educated vvorkerii. 

the discovery of ri<?^w raw niai"er)a>s. 
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6. In the United States, a busiiiess cai-.not cr.arge urv eiasonably high prices 
because of: 

a. competition. 

b. unions. 

c. governrrsent r:?guJation. 

d. consumer orcjdnizaliops . 

7. The growth oT shuppiiig centers iw suburban ioca^tsons is mostly the result of: 

a. the consumer's desire for convenience. 

b. lower taxes for these locations. 

c. the idck of expansion space ir^ urban centers, 
government effort to decentrahze busir^ess. 

8- As the aiDount of discretionary income incr eases, producers can expect 
an increased demand for: 

a . food , 

b. luxury goods. 

c. clothing. 

d , med tca! services . 

9. The most irr.por-tant outcome of improving the gross ru^tiona! product is: 



a . 



c . 



d 



increasing the arriount of leisure Lime for workers, 
raising the standard of living for the entire population, 
creaiing t^ui pluses of goods for future consumption, 
keeping tf-^e U.S. aht:ad of other countries. 



OMioari 




[•:e D prorit and to expand its oper'iuions must: 



a 



r[ 



be CO; vv enicritly located . 

havt-^ a iarge cii^iount of ca^/iL:n!. 

be free of any compehtion. 

be responsive to consumer' wants. 
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FHt MARi<ETINC PROCESS 



27.01 .01 .01 

1 . Identifying a product with a name or label that cor-jsumers can remember and 
will assure them o<" the quality of the goods is called; 

a . sanctioning . 
b - standardizing . 

c . qual ity control . 

d. branding. 

2. When a manufacturer decides to produce and r>ell a iiew product, the first 
step in marketing is: 

a. advertising. 

b. market research. 

c. selling. 

d. pricing. 

3. Which marketing function makes it possible to have goods available to mi-^l 
th€ na^ds end ^.^^nts of consumev^s at all tinris? 

a. Financing 

b. Standardizing 

c. Storage 

d. Risk bearing 

4. The incentive for a business owner to rislc the ur/estment of his mop.ey in the 
production ana oistribution of goods is: 

a. helping customers. 

b. realizing a profit. 

c. doing worthwhile work, 
d . providing j obs . 

5. The largest part of the difference between the selling price of goods and the 
cost of producing them is used to pay: 

a. the manufacturer's profit- 

b. ta:<ei> to the -;over ninent . 

c. the r^jtailer's profit. 

d. the cost of rnu'^ket iiig lOe goods. 




Page 2 



27.01 .01 .00.B2-2 



27.01 .01 .02 

6. The principal form of government regulrniior^ in business has been: 

a. deciding what should, bo produced. 

b. deter-mining how goods will be distributed. 

c. controlling prices. 

d. preventing the fonvtaiion of inonL»pol ies . 

7. The receiving of good-, cind services in our* ^c<:.noiti/ is dotorinined mostly by: 

a. business. 

b. individual earning power. 

c. government. 

d. social conscience. 

8. T'nit b-:sic pi.trpose of market research, is: 

a. to find out what consumers want. 

b. to acquaint consumers v^/itl'i new products. 

c. to reduce marketing costs, 
d . to keep it at a stand stii I . 

9. Most businesses find it difficult to increase the selling price of their products 
because of: 

a . competition . 

b. price regulations. 

c. consumer demands. 

d . social pressure. 

10. The increased production in the United States in recer-.t years is int^stiy due to: 

a. automation and new technology. 

b. the increase in the size of tlie labor force. 

c. better educated workers. 

d. the discovery of new raw materials. 

27. 01 . 01 . 03 

1 1 . The United States economy is best described as a: 

a. democratic economy. 

b. government-controlled economy. 

c. modified free enterprise economy. 

d. pclitfca! economy. 
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27,01 .01 .03 (continued) 

12. The growth of shopping centers in suburban iocations is mostly the result of: 

a. the consumer's desire for convenience. 

b. lower taxes for these locatioris. 

c. The tack of expansiori space in urban centers. 

d. government effort to decentralize business. 

13. As the amount of discretionary income increases, producers can expect an 
increased demand for: 

a. food. 

b . luxury goods. 

c . clothing . 

d. medical services. 

]n. Consumers have become more fashion -conscious as a result of higher incomes and: 

3. a greater tendency to accept change. 

b, the influence of youth. 

c, advertising in the mass media, 
d . better fashion . 

15. The amount of income that is spent for essential goods and services required 
to maintain a reasonable standard of living is rc^ferred to as: 

a. discretionary income. 

b. personal income, 
c . fixed income . 

d, disposable persona! income. 
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UNIT POST TEST AN^SvVER KEY: THE MAR!<ETING PROCESS 



LAP 01 



I , d 

2. b 

3. c 
if. b 

5. cl 

LAP_02 

6. d 

7. b 

8. a 
>3. a 

iO . a 

L/\P 03 

II . c 

12. a 

13. b 

14. c 

15. d 
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M«>unUtln-P!itlnii Kductttlon iL -.i 



OUi»K<jw AKH. Mnnt/irm 592:31 NX 
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R/iTIONALE : 

Wholesale smployees must knov? what goods and services are provided by their ^ 
businesses in order to efficiently handle orccrs and accurately answer customer s 
questions. Retail employees must: 'enow what goods and services are provided by 
the wholesalers which supply their stores. 



PREREQUISITES : 

Unit .0 1 of this course (The Marketing Process) 



OBJECTIVE: 



Identify the main functions of wholesale businesses, the functions of the six 
ffiain \Ei*JolGsalinQ specialists, snd the seven iriajor services provided by wholesalers 
to their customars. 



RESOURCES: 



Wholesaling, Kenneth A. Ertel> Gregg 3 : vision/licGrnw-Kil-! Book C,.., 1970. 



GENERAL INSTRUCTIONS 



Complete all pt^rforrcance activitl-i; in this auit, Take tde unit test. 



PERFORM^-i-'CE 



.01 Definition of Vjholes alini; . 
,02 Wholesaling Specialists. 
.03 Services of Wholesalers. 



EVALUATION PROCE DURE: 

Score Q0% or better on unit test. 

FOLLOW-THROUGH : 
Go Co the first aisigneJ LA'-'. 
Principal Author(s): T. Preston, 3. Egan 
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UNIT PRt^TEST: Wi-iOLaSALINC 



27.0 1 .02 .CI 



The f'aslest: growing segment of v/ho!ebaI:nu coi^sisls of: 
agents and brokers. 



merchant vvholesaiers, 

manufacturer's saies branct^es and officciS. 
v^holesale mail-order houses. 



!0 o\ W!'lUle\ 



esale sales l^. retail sa!ci- ib aijoi.il: 



a . 

b ♦ 
C. 

d. 



J$l . 45 wholesale, Lo $1 . 00 retai ' 
$1 .45 retail to $1 .00 wholesale. 
$ .96 retail to $1 .00 wholesale. 
$ .68 wholesale to $1 .00 retail. 



The middleman who takes title to the goods and perforins a fuil-range of whole - 
saiing services is t'ne: 

a . com rn i ss ion merchant . 

b. manufacturer's sales brand-: . 

c. merchant wholesaler" . 

d. agent. 

Indiv/iduals or firms that negotiate sales and purcf^.ases for their customers are 
cal led: 



5. 



a . title agents . 

b. merchant wholesalers. 

c. agents and brokers. 

d. brokers and consignments specialists. 

Goods that are in their nacu:-a! or o-igi^vji state are in wl^nch of the following 
categories? 

a . Uncut fibers 

b. Raw materials 

c. Initial materials 
d . Synthetic goods 
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6. VVl'c'f^. f.he expense of advertisir*)g is shared by lujnufacturers of brand r-\aine 
i.Kh.j-^.s with their rrMa i i er'-. rwid wh(.)le.3alen:, , thir/ <^re doing what type of 
a-J v.::r lis; ng? 

. '"■(.. ; Hi of oil rci iase 

c . Coof^erat i ve 
d . rv -uc^-lirv- 

A group of independent relaiiers who agree to co<)(;er-ate witli a wholesaler 
M, '..;;j\irig, adver Lisirig , and oliier .jcl i . ilio:^ is m: 

■viiolesale cooperative. 

■ 'oi'iSo le--sporisr.rou voa-nlar^y cha ii'K 
= - aiv!i^-ov/r^ed wl'.o!csa !er . 
..' if ! \'/hoiesa !er . 

a. -flv^ weekly itenn::ed list of Uerns bought by a wholesaler':.^ customer is t!ie: 

:: . oroduct recap . 

r. ir: voice . 

^ purchase order. 

r! . wholesale sales record. 

vl.oles^iinq specialist wlv.; huys in small <-;uarUities iroin a large number ( 
.-^ ..::crrs and seils in large r^uanti^ies to a few L,ustor(^ers is k;u:;wrj as a(n]: 



■;/isenibier . 

//-irnrnission merchant. . 
if} ro i'' 9 r 

. . , . ' s^---. it a ^^nvin'i and sells at a low orice are caM^jd: 



str irigers 
or icrrs . 
; aad :}r s . 



2 7.0' ov.o;^ 



g c c rj 5 ht e i S p r r * v i ci i n y : 

risk management se. "vices. 

b. guarantees. 

c. customer services, 
d . credit services . 

ERIC 
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27.01 >Q2.03 (continued) 

12. The activities which help a wholesaler plan v^-hat pr^oducts should be included 
in the company ^s line \n order- Lo nieel coniijotitlon nrKi ensure profits make 
up the wholesaling service of: 

a. line development. 

b. market strategy. 

c. product planning, 

d . buying . 

13. Which of the following is normally a service provided by a grain elevator 
operator? 

a. Advertising 

b. Transporting 

c . Conditioning 

d. Production 

1^1. A self-service facility where retailers car^ shop and make their selection from 
a wide variety of items and take their order in their own delivery truck is a: 

a. discount wholesaler. 

b. cash and carry division. 

c. on-site outlet . 

d. stop and shop wholesaler. 

15. A wholesaiing specialist who handles the shipment of grain sent tc the central 
market by grain elevator operators is a: 

3 . broker . 

b rack jobber . 

c . bui k dealer . 

d. commission merchant. 
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UNIT PRETEST ANSWER KEY: V^HOLESALING 



L\P 01 

1 . c 

2 . a 

3. C 

4. c 

5. b 

LAP 02 

6. c 

7. b 

8. a 
9 . a 

10. d 

LAP 03 

1 1 . b 

12. c 

13. c 

14. b 

15. d 
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PERFOFJi^;iAi\iCc ACT! viTY; ^ LL::-::^ ' • — 

OSJECTiVE : 

Define the tenr, 'wholesaling" c.icl identify the eiyi.u major functions of 
whol esal i ng . 

EVALUATION P RO C E DURE : 



RESOURCES : 

Wholesaling , Ertel , 1970. 
PROCEDiJRE: 

1. Obtain a copy or the text. 

2. Read pages 1 through 3, and 13 through 23. 

3 Neatly answer Questions 1 through 12 at the bottoiii of page 9 and 
the top of page 10, on a separate sheet of paper. ^Answer- questions 
1 through 7 on pag-: 24 and 1 tli rough 12 un pages ^4 and 25. 

4. Turn in the answer sheet to the instructor. 

5. Take the L''.P test. Correct all errors. 

6. If tnis uos^'gnment is successfully coiiipl eted , proceed to the next LAP. 



Principal Author(s): T. Preston. H . Eg 




- L 



L^:st. Successful completion 
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1 . Wholesale sales volume is: 

a. less than retail volume. 

b. greater than industrial volume. 

c. greater than retail volume, 
d . same 3S retail volume. 

2. Wholesalers sell the greatest proportion of their goods (o: 

a. retailers for resale. 

b. wholesalers for resale. 

c. foreign firms . 

d. manufacturers, retailers, and wholesalers for use in their own businesses. 

3. The fastest growing segment of whiolesaling consists of: 

a. agents and brokers. 

b. merchant v/hotesalers . 

c. manufacturer's sales branches and offices. 

d. wholesale mail-order house. 

4. Which of the following groups of wholesaling jobs offers entry level employment? 

a. Sales cor-respondents 

b. Merchar.disc. handling occupations 

c. Buying specialists 

d. Mafiagers occupations 

5. in v/hicn of tlie following ways do wholesalers usually provide fir^ancial assistance 
to their customers? 

a. Revolving charge accounts 

b. inslallment credit 

c. Open-book credit 

d. Promissory notes 
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The ratio of wholesale sales to retails sales is about: 

a. $1 . 45 wholesale, to $1 .00 retail . 

b. $1 . U5 retail to $1 .00 wholesale. 

c. $ . 96 retail to $1 . 00 v;holesale. 
d , $ . 68 wholesale to $1 .00 retail . 

7. Goods that are in their natural or origiiui! slato are in which of the following 
categories? 



a . Uncut fibers 

b. Raw materials 

c . Initial macar"iats 

d . Synthetic goods 



8. Distrib.itiGn of a product to every middleman who is willing to sell it is known 
as what type of distribution? 



a. Placative 

b. Integrated 

c. Segregated 

d. Intensive 



9, A manufacturer who carefully chooses the middlemen who will distribute his 
products in a certain area is prprficing what type of distribution? 



a. Integrative 

b. Selective 

c. Formulative 

d. Random 

10. Organizations that are maintained by manufactur ers in locations av^i\y 
factories are known as: 



a. merchant wholesale officer*. 

b. sales branches, 
c . twig stores . 

d. factory brokers. 
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LAP TEST ANSWER KEY: DEFINITION OF VVIIOLESALING 



1 . c 

2. d 

3. c 

4. b 

5 . c 

6. a 

7. b 

8. d 

9. b 
10. b 
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OBJECTIVE: 

Identify the seven most important v/holesaling spsci;5lists. 
EVALUATION PROCEDURE : 

Costpiets a student-ocorad ZLultiole- choice objective test. Successful completion 
is eight out of ten items. 

RESOURCES ; 

vmoleaaling , Ertel, 1970. 
PROCEDURE ; 

1. Obtain a copy of the text. 

2. Read pages 103 through 108. 

3. Neatly answer questions 1 through 7 in the ce;itr:^r section of page 109, on a 
separate sheet of paper. 

4. Turn in the answer sheet Co the instructcr. 

5. Take the conibined LAP test after conipletioi! of LAP 27.01.02.03 '^Services of 
Wholesaler's . " 



Principal Authcr{3): ^' Preston, B. Egan 




File Code: 



27,01,02.03,A2«) 



Data Published: 



PER FORMAWCE ACTi V i T Y : 



Student: 
Date: _ 



Services of Wholesalers 



3/17/75 



Learnir^g Acclivity Pack. 



OBJECTIVE : 

Identify ciiid describe the services provided by v;holesalers to their customers. 
EVALUATION PROCEDURE : 

Complete a student-scored multiple-clioice ob U:c.tJ ve nest. Successful cou^letion 
is eight out of ten items. 

EESQURCES : 

Wholesaling , Ertel, 1970. 
PROCEDURE : 

1- Obtain a copy of the text. 

2. Read partis 45 through 53. 

3. Neatly ansver question.^ 1 through 5 at the top of page 54, and questions 1, 
2, and 4 at tlie bottom of page 54, uii a separare sheer of paper. 

4. T-irn in the ciir-r-Jer she-rt Co Lhe internet or. 
5 . Ee t U2:n -v t e xt . 

6, Tfike the cojTibiriGd LAP te^t for this LAP and LAP 27.01.02,02. Correct all errors. 

7* As It instructor for unit test. 

8. If cli^s a.-;5igr.iTient Ls ::c'':t:ss f uJ. ly conpiecedj proce;id to the next unit. 



Principal Au^hcr(3/; '--^-'^--^ ^- ^-^^ ^ ^ 
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LAP TEST: WHOLESALING SPECIALISTS/SERVICES OF 



WHOLESALING 

2 7.01 .02. 02 

1 . When the expense of advertising is shared by inanuraclu rers of brand name products 
with their retailers and wholesalers, they are doing what type of advertising? 



a. Point of purchase 
b- Consumer 
c. Cooperative 
d . Direct - line 

2. A group of independent retailers who agree to cooperate wiLh a wholesaler 
in buying, advertising, and other activities is a: 

a. wholesale cooperative. 

b. wholesale- sponsored voluntary chain. 

c. dealer-owned wholesaler, 
d , chain wholesaler . 

3. The weekly itemized list of items bought by a wliolesnler's customer is the: 



a . product recap . 

b. invoice. 

c . purchase order . 

d. wholesale sales record 



4, A wholesaling specialist who buys in smalt quantities from a large number of 
suppliers .-nd sells in large qucintities to a few customers is knowr^ as a(n): 



a . assembler . 

b. commission merchant 

c. broker. 

d . rack jobber . 



5. Items that the wholesaler buys at a saving and sells at a low price are called: 



a. bandits. 

b. stringers. 

c. pricers. 

d. leaders. 
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6. Wholesaler delivery services help reduce retail operating costs because: 

a. the retailer pays only a part of the delivery cost. 

b. retailers avoid large investments in inventory. 

c. wholesalers pay all of the delivery costs. 

d. relaiiers need not keep their own delivery trucks. 

7. Which or the following is characteristic of a broker? 

a. Works primarily for buyers. 

b. Takes title to the goods. 

c. Deals in one type of product. 

d. Maintains constant relationship with the firm he represents. 

8. Which of the following is normally a service provided by a grain elevator 
operator? 

a. Advertising 

b. Transporting 

c. Conditioning 

d. Production 

9. An agent authorized by the owners to sell their goods to the highest bidder 
a public sale is a(n) : 

a. shared lines promoter. 

b. commission agent . 

c. on-site broker. 

d. auctioneer. 

10. Grain elevator operators soil njost of their feed grait^ to: 

a. millers. 

b. feed manufacturers. 

c. terminal markets . 

d. farmers. 
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LAP TEST ANSWER KEY: WHOLESALING SPEC'.iALlSTS/SERVICES 

OF WHOLESALERS 



LAP 02 

1 . c 

2. b 

3. a 
H. a 



LAP 03 

6. b 

7. c 
S. c 
9. d 
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UNMT POST TEST ANSWER KEY: WHOLESALING 



L^P 01 



I . a 

2. c 

3. c 

4. c 

5. b 

LAP 02 

6. c 

7. b 

8. a 

9. a 
10. d 

LAP 03 

II . b 

12. c 

13. b 

14. d 

15. c 
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UNIT POST TEST: WHOLESALING 



27.01 .02.01 

1 . Splitting up large lots into quantities that aro acceptable to the wholesaler's 
customers is known as: 



a . bulk-breaking . 
b . lot splitting . 

c , case lot division . 

d. partition. 

2. Wi-)ich of Uie TOllowing statements describes firms that make up the industrial 
market? 

a. Sell fabricating material for use in assembly plants. 

b. Sell goods and services directly to ttie consumer. 

c. Buy goods and services for use in ?heir own businesses or for resale 
to other middlemen . 

d. Buy goods for resale to retail outlets. 

3. The middleman who takes title to the goods nnd porforms a full-raiuje of 
wholesaling services is the: 

a. commission merchant . 

b. manufacturer's sales branch. 

c. merchant wholesaler. 

d. agent. 

^. Individuals or firms that negotiate sales and purchases for their customers are 
called: 



a. title agents. 

b. merchant wholesalers. 

c. agents and brokers. 

d. brokers and consignments specialists. 

5. Training salespeople, who advise on the display of goods and help set up inven- 
tory control svstems, are classified unde- which of the following wholesaler 
services^ 




a. Sales promotion services 

b. fV.anagement services 

c. Accounting services 

d. Goods-control services ^ 
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6. When the expense of advertising is shared by manufacturers of brand name 
products with their retailers and wholesalers, they are doing what type of 
advertising? 

a. Point of purchase 

b. Consumer 

c. Cooperative 

d. Direct-line 

7. A group of independent retailers who agree to cooperate with a wholesaler in 
buying, advertising, and other activities is a: 

a. v^holesale coope^ative. 

o. wholesale-sponsored voluntar-y chain. 

c. deater-owned wholesaler. 

d. chain v/holesater. 

8. The weekly itemized list of items bought by a wholesaler's customer is the; 

a . product recap . 

b. invoice. 

c . purchase order . 

d. wholesale sales record. 

9. A wholesaling specialist who buys in small quantities from a large number of 
suppliers and sells in large q-antilies lo a few custotiiers is known as a(n): 

a. assembler. 

b. commission merchant. 

c. broker. 

d . rack j obber . 

10 Items thr.' ^.ne v.-ho!e?3!ef^ p>u-ys at a saving and sells at a low price are called: 

a. bandits. 

b. stringers. 

c. pricers. 

d. leaders. 

27 .01 .02. 03 

11. Whcin a v/hoiesaier prelects his retailer-customers from loss caused by returned 
goods he is providing: 

a. risk management, services 

b. guarantees. 

c. customer services. 

d. credit services. 

EKLC 
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12. The activities which help a wholesaler plan v^hat pi'oducts should be included 
in the company's line in order to meet cofn[Detit.ior^ ai^.d ensure profits make 
up the wiiolesaiing service of: 

a . line developrrent . 

b. market strategy . 

c. product planning, 

d. buying. 

13. A self-service facility where retailers can shop aiid make their selection from 
a wide variety of items and take their order in iheir- own delivery truck is a: 

a. discount wholesaler. 

u. ccjsh and carry division. 

0 . or»-Site outlet . 

d . Stop and shop v.^holesaler . 

lU. A wholesaling specialist who handles the shipment of grain sent to the central 
market by grain elevator operators is a: 

a. broker. 

b . rack jobber . 

c. bulk dealer . 

d. commission merchant. 

15. A wholesaler who markets specialized lines of merchandise, such as house- 
wares, cosmetics, and novelties to grocery, drug, or hardware stores is a: 

a. soft lines specialist. 

b. hard lines agent. 

c . rack jobber . 

d. merch.ant salesman. 
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li-- J^\^ Tj^TXT: RETAILING 



RATIONALE: 



This unit will famiriarize the potential retail employee with the four main 
ways of selling goods and services at the retail level, and with the many dif- 
ferent ways inVnich retail outlets are operated. This information will help 
Che student to better understand his role in recalling. 



PRSREQUISITSS ! 

Unit ,02 of this Course (U^.olesaling) 
OBJECTIVE : 

Identify the four main ways of selling goods and service at retail, and identify 
the characteristics of the fourteen (14) Tuain types of retail sales outlets. 

RESOURCES : 



The Economics of Marketing , Mary K. Klaurens, Gregg/McGraw-Hill, 1971. 
"Marketing Careers", International Filui Bureau, 1v70, souvid filmsLrips. 
Audio-visual equipment . 

"Your Retail 5tore'\ McGraw-Hill Book -Jo., ?"^iliiistrjp 

gener;.: . iw3trl:ctio.;;s: 

Complete hLL ,.er f ornai^c^ activities Ln this unit. Takt2 t\Ui unit :.esC. 



P E RFO ?J:lMi CE ACT! V i X I £ S : 

.01 Retail Stores 

,02 Trenda in Retailing 



EVALUATION P ROCLDURE : 

Score 30X or Letter on unit test. 

FOLLOW-THROUGM : 

Go to the first assigned LAP. 

O 

ERIC rind pal Author(s): T. Preston, B. Eg^in 



File Code: 
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Date Published: 
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UNIT PRETEST: RETAILING 



27.01 .03.01 

1 . A store which sells many unrelated lines of merchandise is called a: 

a. convenience store. 

b. service business store. 

c . limited-l ine store . 

d. general merchandise store. 

2. A store owned by a group of consumGr-rnembers v/lio sl-iaro in its profits is a: 

a. cooperative store. 

b. franchise store. 

c. buying pool . 

d. chain store. 

3. A string of at least 11 stores owned by one company and operated from a central 
headquarters is called a: 

a. voluntary chain-store. 

b. department store. 

c. variety store. 

d. chain-store. 

4. Which of the following is a practice followed by specialized retaiU-rs of adding 
merchandise lines unrelated to their rnain specially: 

a. Genera! merchar^dising . 

b. Buying pools. 

c. Buying offices . 

d. Scrambled merchandising. 

5. Which of the following best defines a voluntary chain? 



a 



c 



d 



An organization established in a central market to provide member stores 
with information and assistance in buying. 

A group of independently owned stores that pool some of or all of their 
buying and also subscribe to a central management service. 
A orcup of stores which n\r^ke p.-jr "/nasf^s -"^s n group to get a price 
advantage . 

The practice of adding unre'c:':3C .-:.e-*c;')'?nd' s^^ lines to the goods sold 
in specialty stores. 
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6. Which of the following is a piannod group of stor^es and service establishments 
on a property owned by a landlord or c real estate corporation that leases 
space to the retaiier-tenants? 

a. Conglomerate. 

b. Department store. 

c. String shopping district. 

d . Shopping center. 

7. A one-department or limited-line branch of a department store is a: 

a . shopping center. 

b . boutique. 

c . conglomerate . 

d. tvv'ig. 

8. The practice by some manufacturer's of selling thetr merchandise through their 
own retail outlets as well as througfi other stores v^ith which they compete is: 

a. dual distribution, 

b. conglomerate. 

c. twig. 

d . shopping center . 

9. With the establishment of new retail stores the Taiilest yrowifig type is the: 

a. string shopping centers. 

b. downtown shopping districts. 

c. shopping centers, 
d . limited-line store. 

10. Whic5'. of the rnliowiny best defines secondary shopping districls? 

a. The scures, drive-ins, jrid scrvic^^ stations that line the older main 
highvs^ays . 

b. Clusters or string^ of stores, chiefly of the convenience type, located in 
or near residential areas. 

c "^he section of a cicy in which the major department stores rire surrounded 
by iirnited lii^e siores of aimust a!! !<;ir"ids o>::ceuL s'jperroark^Bts , 

d. Smaller scale shopping areas located in business districts away from the 
core of the city but on main traffic arteries. 
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UNIT PRETEST ANSWER KEY: RETAILING 



LAP 01 

1. d 

2. a 

3. d 

4. d 

5. b 



LAP 02 

6. d 

7. d 

8. a 

9. d 
10. d 
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Student: 



Cite: 

PSHFORMANCi ACTiVlTY: ReL-il.l Suur^s 



Identify three types of retail stor ^^ssily tr.e ry[jrj3 oC stores by the mer- 

chandiee they sell and the form of .j.s:.ip. 

l!: VALLfA TIOM V ROC EDU Ri- : 

Compiate a 3 tudeat-scored taultiplc-cho i ce objective lest. Successful completion 
is eight out of ten items. 

RESOUHCES : 

llie Ecoriomlcs cf Markeciag , Klaurens, 1971. 

■*Your Retail Store", (films trip) , McGrav7~Hill Book Coi-ipany. 
PRQ CEDIJIU': : 

1. Obtaia a cupy of che text. 

2. Read pages 33 ti-irough 91. 

3. Aj-i-^ver a ues t: I-.;" o 1 thro'jgh I'i und'.:ir "rAll^liu^ In^slu'jss" on pagus 91 and 92. 
Uscr .sa;>arate ii:.::et of paper. 

A. Anziuar qiiostioaa 1, 2, 3, 5, o, and 3 under "Sharpen Your Outlook" on 
pagea 92-':;'3. Use separate sheet of paper. 

5. Corxact your aTiGT---?.ry , then hanJ. in to the instructor. 

6. Take LAP tasL. Score it arid correct your err^ors . 

7. If the assignment is successfully completed, proceed to the next LAP. 



Principal Authcr(s); T. Prsst.on, 3. I'lgau 
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LAP TEST: RETAIL. STORES 



1 . A store which selis many unrelated lines of nierchandise is called a: 

a. convenience store. 

b. service business store, 
c timited-!ine store. 

d. general merchandise store. 

2. A departjoent store n^ust ernr^loy a certain ru.ifnber of pf:0[;U; to be classified 
as a department store. Tlv? arininiufii is: 

a . 20 people . 

b. 25 people. 

c . 30 people . 
d . 15 people . 

3. A store ov/ned by a group of consumer-members who share in its profits is a: 

a. cooperative store. 

b. franchise store. 

c . buying pool . 
d . chain store . 

4. A string of at least 11 stores owned by one company and operated from a central 
headquarters is called a: 

a. voluntary chain-store. 

b. departmerit store. 

c. variety store. 

d. chain-store. 

5. Which of the follov;ing is a practice followed by specialized retailers of adding 
merchandise hnes unrelated to their main specialty? 

a. General merchandising, 

b . Buying pools . 

c . Buying offices . 

d. Scrambled merchandise. 
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6. An arrangemenl. in which a particular company oatis a business establishment 
but leases it to an operator is called: 

a . a franchise store. 

b . leased dealership , 

c. a cooperative store. 

d. a voluntary cliain. 

7. VVhich o-' the following stores specializes in one !<ind of merchandise or in a 
few related kinds of merchandise? 

a. Department store. 

b. Specialty store. 

c. Variety store, 
d . Service store . 

8. Which of the following best defines a buying pool^ 

a. The practice of adding unrelated merchandise lines to the goods sold in 
specialty stores. 

b. An organization established in a central market to provide member stores 
with information and assistance in buying. 

c. A group of independently owned stores that pool their buying and subscribe 
to a central management store. 

d. A group of stores which make purchases as a group to get a price advantage. 

9. A business that selis dry cleaning is cdlled a: 

a . service store . 

b. leased dealership. 

c. cooperative score, 
d . franch ise store . 

10. Whicn or the foiluwjng best defines a voluntary chain? 

An organization established in a central rr.arket to provide member stores 
with information and assistance in buying. 

A group of independently owned stores that pool some of or al' of their 
buying and also subscribe to a central management se? vici. 
A group of stores which makr. p^jrchase? c^s a qroMo to oot ;j price advantage. 
The practice of adding unrelated nierciiandise lines to the goods soid iri 
specialty stores . 
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LAP_01 

1 . d 

2. b 

3. a 

4. d 

5. d 

6. b 

7. b 

8. d 

9. a 
10. b 
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LBBmkm Activity Package 



Studant: 
Date: _ 



P£ R FO R Ar1 AiViCE .^ICT 1 "c 1 T Y : 



Trend.-;; ia detailing 



OBJECTIVE : 

Describe possible future changes in retailing :>nd tlui effects these changes will 
have on career opportunities ard training needs for retailing jobs- 



EVmiATION PROCED URE; 

CoTEpiete a atudsnt-scorsd multiple-choice objective test. Successful completion 

1s eight out of ten items. 



RESOURCES : 

The Economics of Marketing, Klaurens , 1971. 



PROCEDURE: 



1. Obtain a copy of the text. 

2. Read pages 9 7 through 104. 

3. Answer ques Lions 1 through 9 under "Talking Business" on page? 105 and 106, 
on a stparatd dheec of ptiper. 

4. ..vjaswe-j ciuestions I, 3, 4. and 5 un.^.-- '"Sha>-?cn Yoi'.r Outlook" on page 106. 
Use sepa-:au- ijheei of paper. 

5. Correct your answera , then hand in to th?. instructor. 

5. VJhen vou are ready, take th-3 LA? test." If successful, as'-: the instructor 
for Unit Test 27.01.03. 

7. After completing all tests at the LAI' and unit levels, youw:ll. est at 
Che cr>ur3f level in the testing center. 



Principai Author(s); "^-'^^^'^^^ 



ERIC 



60 




LAP TEST: TRENDS !N RETAILING 



1 . Which of the lollowing is a planned cr-oup of stores and service establishments 
on a property owned by a iandlord or a real estate corporation that leases 
space to the relc^i ier- tenants: 

a . Cong lorn urate . 

b . D e pa r tni e n t store. 

c. String shopping district. 

d. 5hop;:>ing ce.nter. 

2. Stores, drive-ins, and service slatiofis Ihdt line the older main highways are 
called; 

a. string shopping districts. 

b. neighborhood shopping districts. 

c. secondary shopping districts. 

d. downtown shopping districts. 

3. A small highly-specialized shop Vv'hich generally caters to sophisticated 
tastes is a: 

a. single line store. 

b. twig. 

c . boutique , 

d- conglomerate. 

4. A one-department or limited-line branch of a department store is o: 

a. shopping center. 

b. boutique. 

c- conglomerate. 

d. twig. 

5. The practice by some manufaclurers of selling their merchandise through thei 
own retail cutlets as well as through other stores with which they compete is: 

a. dual distribution, 

b. conglomerate. 

c. twig. 

d . shopping center . 
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6. 



With the estabhshrnent of new retail stor*es the fastest growing type is the: 



a. string shopping centers. 

b. downtown shopping districts. 

c. shopping centers. 

d . limited-line store. 

7. The section of a city in which the major department stores are surrounded by 
limited-line stores of almost all kinds except supermarkets is the: 

a. neighborhood shopping district. 

b. downtown shopping district. 

c. string shopping district. 

d. secondary shopping district. 

8. Which of the follovying best defines secondary slu-^pping districts? 

a. The stores, drive-ins, and service: stations ttiat line the older main 
highways . 

b. Clusters or strings of stores, chiefly of the convenieiKe type, located 
in or near residential areas. 

c. The section of a city in which the major department stores are surrounded 
by limited line stores of almost all kinds except supermarkets. 

d. Sma!ler-scate shopping areas located in business districts away from 
the core of the city but on main traffic arteries. 

9. Clusters or strings of stores, chiefly of th.e convenience type, located in or 
near residential areas are called: 

a. secondary shopping districts. 

b. string shopping districts. 

c. neighborhood shopping districts. 

d. downtowr^ shopping districts. 

10. A corpcrc3t;on made up of ^'or.-r-.er*! v independent companies engaged in many 
different lines of business -^hat have merged to make better use cf tht:ir 
capital are called: 

a. conglomerates. 

b . limited- line stores . 

c . shopping centers . 

d , franchises. 
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LAP 02 



1 . 
2. 

3. 
H. 

5. 
6. 
7. 
8. 
9, 
10. 



c 
d 
a 
cJ 
b 
d 
c 
a 
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LAP 01 



1. b 

2. d 

3. d 

4. d 

5. b 



LAP 02 

6. d 

7. c 

8. a 

9. b 
10. c 
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1 . A department store must employ a certain number of people to be classified 
as a department store. The minimum is; 

a. 20 people. 

b. 25 people. 

c. 30 people, 
d . 15 people . 

2. A string of al ieas^ 11 stores cwr.ed by one coinpanv and operated from a central 
headquarters is called a: 

a. voluntary chain-store, 

b. department store. 

c. variety store. 

d. chain-store. 

3. Which of the following is a practice followed by specialized retailers of 
adding .merchandise lines unrelated to their main specialty? 

a. General merchandising . 

b. Buying pools. 

c. Buying offices. 

cl. Scrambled merchandising. 

4. Which of the following best defines a buying poor 

a. The practice of adding unrelateri merchandise lines to the goods sold in 
specialty stores . 

b. An organization established in a central market to provide member stores 
with information and assistance in buying. 

c. A group of independently owned stores that pool their buying and subscribe 
to a central management service. 

d. A group of stores which make purchases as a group to get a price advantage. 

5. Which of the following best defines a voluntary chain? 

a. An organization established in a central market to provide member stores 
with information and assistance in buying. 

b. A group of independently owned stores that pool some of or all of their 
buying and also subscribe to a central management service. 

c. A group of stores which make purchases as a group to get a price advantage, 

d. The practice of adding unrelated merchandise to the goods soid in 
specialty stores. g ^ 



Which of the foilovv'ing is a planned group of sLores and service establishments 
0;-^ a property owned by a 'ar.dlord or a r-?ni r-.,^i!o ^. ci.M'joration that leases 
ipfice to the retailer-tenants.'' 

d . Conglonier^ate . 

t . Department store . 

c. String shopping district. 

d . Shopping center . 

A sfpjil hic)hiv-:::poci2!ized sliop vviiicli gor.c-/ c:!! ;/ ca;^jrs lo sophisticated 

Sinyie line store. 
J cc^ngloiTierate . 

'rh-^ practice by some (Tianufricturer 's of seliii^g ihcir iTierchufidise through their 
...vn retail outlets as well as through other stores with v^hich. they compete is: 

■ dual distribution . 
I. . conolomerale . 

c. lv;ig. 

d. shopping- 

i iie section of a city in which the majc^r departiTiei-it store:; n-e sur^ro:;nded by 
i >. '-aed-iine stores of almost all kirids ^:<Ci:^p* sup^-rii^HrS^ets is th-;: 

_i .ieighborhood shopping district, 
dov/r'towr shopping xdist^^itlit . 
•/'df -g S!" 'Ppirig district, 

v.ri(jof)ing district. 

; ..jleri- or ::)[."ings of S'.oreb, cide-ly of li'ie con ve.i Tience type, locarjd in 
near rcs.deniiai areas are called: 

. secondary shopping diSLricis. 
\, . ^Ir'ng shopping districts. 

n- i!^i'^.jC'1 !i^.;Ov.! shopping nisiricts 
■J dcr/^ntown shopping disi:ricts. 



